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ABSTRACT
AN INVESTIGATION OF THE RELATIONSHIP BEETWEEN MEASURES OF
SERVICE QUALITY AND SATISFACTION OF GOLF SPECTATORS IN A
KOREAN LADIES' PROFESSIONAL GOLF ASSOCIATION TOURNAMET
by Jaeman Son
August 2013
A variety of spectator sports, leisure activities, and internet media developments
have changed the sport market environment into a serious global competition. In this
sport market environment, it is necessary to execute customer satisfaction management to
meet the wants and needs of sport spectators. Understanding which service quality factors
best predict customer satisfaction is an important issue in the sport events industry.
The primary purpose of this study was to examine the relationship between
service quality and customer satisfaction for spectators in attendance at a Korea Ladies'
Professional Golf Association Tournament event. A secondary purpose of the study was
to design a measure to assess levels of service quality in terms of gender, levels of golf
skill, and frequency of attending golf tournaments. A questionnaire on service quality,
customer satisfaction, and demographics was completed by a total of 247 participants at
thel 1th KB Financial Cup Women's Pro Golf National Championship, December 1 - 2,
2012 in Busan, South Korea.
The result of the multiple regression analysis indicated that the five service
quality factors predicted 31 % of the variance in customer satisfaction and the factors of
facility access

(P =.29, p < .05), facility aesthetic (P =.15, p < .05), and game
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atmosphere W= .29 p < .05) statistically significant predictors of customer satisfaction.
In addition, this study examined the mean differences in the service quality factors for
various golf spectators segments base on gender, level of golf skill, and frequency of
attending golf tournaments. The result of one way analysis of variance (ANOV A)
indicated that all three independent variables were significant differences in the means of
service quality among different independent variables groups. The findings of this study
identified the influence of service quality factors on the satisfaction of golf spectators and
may provide invaluable data to LPGA directors and marketers to better understand how
well spectators are encountering satisfaction.
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CHAPTER I
INTRDUCTION
Today, one of the most popular leisure activities is watching professional sport in
our society (Theodorakis, Alexandris, & Ko, 2011 ). As a result of the global social trend
towards attending a growing range of sports events as spectators, the professional sport
events industry is becoming more competitive (Hill & Green, 2000; Robinson, 1999;
Theodorakis Kambitis, Laios, & Koustelios., 2001). As the professional sport events are
developing more and more in the business field, the increased number of sport spectators
plays an important role in creating profit. However, a variety of spectator sports, leisure
activities, and internet media developments have changed the sport market environment
into a serious global competition. In this sport market environment, it is necessary to
execute customer satisfaction management to meet the wants and needs of sports
spectators. Ko and Pastore (2007) highlighted "to be competitive in the saturate market
environment, a sport organization needs to increase customer satisfaction by providing
consistently high quality services" (p. 34). Service quality has been identified as one of
main factors that affect the long-term profits of an organization (Parasuraman, Zeithaml,
& Berry, 1988; Tsuji, Bennett, & Zhang, 2007). Numerous scholars have recognized the

assessment of service quality as an important issue (Theodorakis et al., 2011), and they
have found that service quality influence business and sports organizations (Cronin,
Brady, & Hult, 2000; Greenwell, Fink, & Pastore, 2002; Howat, Murray, & Crilley,
1999; McDougall & Levesque, 2000; Zeithaml, Berry, & Parasuraman, 1996). Customer
satisfaction has been related to long term success and positive business results for
organizations. In service marketing research, many researchers have investigated
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customer satisfaction (Anderson, Fornell, & Lehmann, 1994; Anderson & Mittal, 2000;
McCollough, Berry, & Yadav, 2000; Patterson, 1995; Spreng, MacKenzie, & Olshavsky,
1996). Service marketing researchers have found that the customers who are satisfied
with the service are more likely to increase the use of the service and more willing to
recommend the service to other people (Bernhardt, Donthu, & Kennett, 2000; Ganesh,
Arnold, & Reynolds, 2000; Howat et al., 1999; Murray & Howat, 2002). Also,
Lambrecht, Kaefer, and Ramenofsky (2009) emphasized that "customer satisfaction is
crucial in the sport industry, where sport organizations focus on understanding the needs
and wants of customers while working to achieve organizational goals" (p. 165).
Customer satisfaction has been considered an important predictor to decide the intention
to participate in future sporting events (Cronin et al., 2000; Kwon, Trail, & Anderson,
2005; Wakefield & Blodgett, 1996; Yoshida & James, 2010) and sport marketing
researchers have analyzed customer satisfaction in spectator sports (Madrigal, 1995;
Kwon et al., 2005; Trail, Anderson, & Fink, 2005; Tsujiet al., 2007).
Watching the Big Four professional sports (i.e., baseball, soccer, basketball, and
volleyball) in Korea has become one of the most popular leisure activities and the number
of sport spectators has risen sharply. Particularly, since Park Se-Ri won the US Open in
1998, many Korean golfers have performed well in the Ladies Professional Golf
Association (LPGA) and Choi Gyung-Ju has played well in the Professional Golfers'
Association (PGA) for the last 10 years . As a result, the number of golfers has increased
and enabled the golf industry to develop significantly (Park & Kim, 2009). In addition,
as the high achievements of many Korean golfers who play in the LPGA have been
introduced via multimedia, the Korean Ladies' Professional Golfers' Association
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(KLPGA) Tour events have been developed and many golf spectators have been
attending KLPGA events. Since an international golf tour event between Korea and Japan
has been held every year and golf was adopted as the official event of 2016 Olympics,
there is a large opportunity to attract many golf spectators to the golf game. Golf
spectatorship is different from other team sports events from the aspect that spectators
can see the game while following their favorite player from the first hole, or they can
stand by a certain hole to see the games of various players (Park & Kirn, 2009).
Therefore, this exploratory study can identify the influence of service quality factors on
the satisfaction of spectators and provide golf organizations and marketing managers with
marketing data.
The Context: The Golf Industry and KLPGA in South Korea
The Korean golf industry has grown more rapidly than any other sport industry.
According to Korea Golf Business Association (KGBA) (2010), the number of golf
courses was 24 in 1983, was 114 in 2000, and increased to 213 in 2010. The number of
golf course users was 1.1 million in 1983 and 17 million in 2010. On the basis of golf
course facility, KPGA Tour events, KLPGA Tour events, and other Amateur Tour events
have been held in Korea. First, 17 KPGA tour events have been held in Korea and their
total prize money was $12 million. The Ballantine's Championship that is held in April in
Korea is an international championship that will be held with the Europe Tour Federation
so many worldwide famous golfers will participate in the championship. According to
the Korean Golf Business Association (KGBA), the number of KLPGA Tour events was
1 in 1978, 15 in 2000, 26 in 2008, and 20 in 2011. The prize money of KLPGA Tour
events was $ 30 thousand in 1984, it increased to $ 3 million in 2000, and it dramatically
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increased to $11.8 million in 2008. Since Park Se-Ri won the US Open in 1998, the
number of golf participants, number of KLPGA Tour events, and amounts of prize
money has rapidly increased. The Hana Bank Championship that has been held in
October of every year is an official LPGA Tour event. Many LPGA golfers and KLPGA
golfers have participated in the championship. It has been an opportunity to introduce
domestic golf course facilities and golf popularity to the world media. The international
match between Korea and Japan that is held after the KLPGA season has been the game
that attracts the attentions of golf spectators of both countries. KPGA Tour events have
grown through sports marketing using a company strategy to get the maximum effect
with the minimum cost, and the golf spectator mobilization strategy to aim at a clear
target rather than uncertain majority.
Statement of the Problem
Until recently, service companies have been applying tools for measuring service
quality and customer satisfaction to understand how well they are encountering customer
needs (Dabholkar, 1995). In the field of sport management, many scholars have
examined service quality within the context of health and fitness centers (Chang &
Chelladurai, 2003; Chelladurai, Scott, & Haywood-Farmer, 1987; Kim & Kim, 1995;
Mackay & Crompton, 1990; Papadimitriou & Karteroliotis, 2000), golf courses (Crilley,
Murray, Howat, March, & Adamson, 2002), recreational and leisure facilities (Howat
Absher, Crilley, & Milne, 1996; Ko & Pastore, 2004, 2005; Lam, Zhang, & Jensen,
2005), and spectator sport (Kelley & Turley, 2001 ; McDonald, Sutton, & Milne, 1995;
Theodorakis et al., 2001; Wakefield & Blodgett, 1996). The concept of customer
satisfaction in the spectator sport setting has received little attention from sport
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management researchers (Madrigal, 1995; Van Leeuwen, Quick, & Daniel, 2002;
Wakefield, & Blodgett 1996). Although the above researchers have investigated the two
constructs of service quality and customer satisfaction in the spectator sports as
professional team sports (e.g., baseball, basketball, football, hockey, and soccer), there is
little research on golf spectators in terms of service quality and customer satisfaction.
Purpose of Study
The main purpose of this study is to examine the relationship between service
quality and customer satisfaction for spectators in attendance at a Korea Ladies
Professional Golf Association Tournament event. In addition, this study is designed to
assess levels of service quality in terms of gender, levels of golf skill and frequency of
attending golf tournament.
Research Objectives and Hypotheses
The following hypotheses will be tested in this study:
H 1: The five service quality factors have a positive relationship with the satisfaction
of a golf tournament.
Hl-a: The spectator's perceptions of golf event employees have a significant positive
impact on satisfaction.
Hl-b: The spectator's perceptions of facility parking have a significant positive impact on
satisfaction.
H 1-c: The spectator's perceptions of facility access have a significant positive impact on
satisfaction.
H 1-d: The spectator' s perceptions of facility aesthetic have a significant positive impact
on satisfaction.
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Hl-e: The spectator's perceptions of facility game atmosphere have a significant positive
impact on satisfaction.
H2-a: There are statistically significant differences in the mean levels of service quality
in terms of gender.
H2-b: There are statistically significant differences in the mean levels of service quality
in terms of levels of golf skill.
H2-c: There are statistically significant differences in the mean levels of service quality
in terms of frequency of attending golf tournament.
Delimitations
This study has the following delimitations:
1. It is limited to KLPGA tournament in South Korea.
2. The study instrument will be designed for and tested by adult spectators.
3. Research participation for this study will be randomly selected from one KLPGA
tournament event in South Korea.
4. The data will be collected after approval by the University of Southern Mississippi
Institutional Review Board.
Limitations
This study will be affected by the following limitations:
1. The results obtained may not be directly generalizable to only one KPGA tournament

event in Korea.
2. The original questionnaire, written in English, was translated into Korea and final
results will be reported in English.
3. All research participants will understand the questionnaire and will cooperate fully.
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4. Final results will be on the basis of the data reported in the survey instrument
completed by random selection of research participants from the KLGA tournament
event.
Definition of Terms
Specific terms in this study will be used. Definitions for terms are as follows:
Service quality: "the consumer's overall impression of the relative inferiority/superiority
of the organization and its services" (Either & Hubbert, 1994, p.77)
Customer satisfaction: "Satisfaction is the consumer's fulfillment response. It is a
judgment that a product or service feature, or the product or service itself, provided (or is
providing) a pleasurable level of consumption-related fulfillment, including levels of
under-or-over fulfillment" (Oliver, 1997, p. 13).
KLPGA: Korean Ladies' Professional Golf Association
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CHAPTER II
LITERATURE REVIEW
The following chapter reviews the key bodies of literature that form the
foundation of this investigation. First, this chapter deals with discussions about definition
of service quality, dimensions of service quality, and services quality in sport. Next,
customer satisfaction and customer satisfaction in sport will be reviewed.
Service
Since the middle of 1980s, a service quality construct has been given considerable
amount of attention by service marketing researchers and practitioners in various service
industry areas. Some researchers found that service quality has strong influence on
outcomes such as customer satisfaction (Ko & Pastore, 2004; Tsuji et al., 2007),
customer loyalty (Hallowell, 1996; Parasuraman et al., 1988), and repatronage intentions
(Wakefield, Blodgett, & Sloan, 1996). Therefore, many researchers in a variety of service
management fields have studied in order to identify a conceptualization of service
quality.
Definition of Service Quality
A number of scholars have attempted to define service quality based on their
theoretical assumptions. In defining service in terms of the disconfirmation paradigm,
service quality perception is the comparison of consumer expectations with actual service
performance (Gronroos, 1984; Parasuraman, Zeithaml, & Berry, 1985, 1988).
Parasuraman et al. ( 1988) stated that "perceived service quality is therefore viewed as the
degree and direction of discrepancy between consumers' perceptions and expectations"
(p. 17). On the other hand, Robinson (1999) defined service quality as "an attitude or
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global judgment about the superiority of a service" (p. 23). Additionally, Bitner and
Hubbert (1994) defined service quality as "the consumer's overall impression of the
relative inferiority/superiority of the organization and its services" (p. 77). As mentioned
above, "service quality" has various meanings. Therefore, Reeves and Bednar (1994)
emphasized that "there is no universal, parsimonious, or all-encompassing definition or
model of quality" (p. 436).
Dimension of Service Quality
Service based organizations provide service to their customers to increase
customer satisfaction and loyalty. Service usually takes place in an interaction between
the clients and employees from service firms. According to Gronroos ( 1990), a service is
"an activity or series of activities of more or less intangible nature that normally, but not
necessarily, take place in interactions between the customer and service employees and/
or physical resources or goods and/or systems of the service provider, which are provided
as solutions to customer problems" (p. 27). Parasuraman et al. ( 1985) suggested three
underlying themes regarding services: "(1) Service quality is more difficult for the
consumer to evaluate than goods quality. (2) Service quality perceptions result from a
comparison of consumer expectations with actual service performance. (3) Quality
evaluations are not made solely on the outcome of a service; they also involve
evaluations of the process of service delivery" (p. 42). Therefore, the dimension and
measurement of service quality have been arguable topics among the service marketing
researchers.
Gronroos (1984) is one of the pioneers that attempted to measure perceived
service quality. His model (referred to as the Nordic perspective) was based on the
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disconfirmation paradigm, and he noted that conceptualization of service quality is
"putting the perceived service against the expected service" (p. 37). Gronroos (1984)
suggested two dimensions of service quality: technical and functional quality. Technical
quality is measured by consumers through an objective aspect and represents what the
customer receives as an outcome of his/her interaction with the service encounter. On the
other hand, functional quality is how the customer receives the service; this is the
consumer' s perceptions of the delivery process. Gronroos (1984) found that functional
quality was more important for consumers.
Over the past two decades, Parasurman et al.'s (1985) SERVQUAL model is the
most popular measure of service quality. The SERVQUAL scale was initially developed
for 10 service quality dimensions. The original 10 dimensions were as follows:
Reliability, Responsiveness, Competence, Access, Courtesy, Communication,
Credibility, Security, Understanding/Knowing the customer, and Tangibles. After the
original 97-item instrument examined two stages of data collection and scale purification,
a 22- item refined scale representing five dimensions was generated by Parasurman et al.
(1988). These five dimensions were as follows: reliability, responsiveness, assurance,
empathy, and tangibles (Parasuraman et al., 1988; See Table 1).

11
Table I

Five Different Dimensions of Service Quality
Description

Dimension
Tangibles

Physical facilities, equipment, and appearance of personnel.

Reliability

Ability to perform the promised service dependably and
accurately.

Responsiveness

Willingness to help customers and provide prompt service.

Assurance

Knowledge and courtesy of employees and their ability to
inspire trust and confidence.

Empathy

Caring, individualized attention the firm provides its customers

Note. From "SERVQUAL: A multiple-item scale for measuring consumer perceptions of service quality." by Parasuraman, Zeithaml.
& Berry. 1988. Joumal ofRetaili1111, 64(1), p. 23.

The SERVQUAL model has been widely used to measure customers ' perceptions of
service quality in a variety of service industries. Also, numerous studies have used the
conceptualization of the SERVQUAL model in various leisure and sport industries
(Chelladurai & Chang, 2000; Howat, et al., 1999; Kim & Kim, 1995; Ko & Pastore,
2004; McDonald et al., 1995). However, the SERVQUAL model has received criticism
due to the disconfirmation paradigm approach (i.e., the gap between service expectations
and actual service performance). Carman (1990) and Cronin and Taylor (1992) argued
that there is little theoretical or empirical evidence that customers measure service quality
in terms of expectation minus performance gap. Cronin and Taylor ( 1992) developed the
SERVPERF model, which is a performance-based scale used to measure perceived
service quality as an alternative to the SERVQUAL model.
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Lehtinen and Lehtinen ( 1991) examined service quality using two approaches:
Three-dimensional quality approach and Two-dimensional quality approach. The first
approach includes three dimensions (physical quality, interactive quality, and corporate
quality). Physical quality pertains to both the quality of materials and facilities.
Interactive quality refers to the interaction between the customer and interactive elements
(interactive persons and equipment) of the service organization. Corporate quality is
concerned with how customers see the organization's image. The second approach uses
two dimensions (process quality and output quality) which are related to Gronroos's
(1984) technical and functional quality. According to Lehtinen and Lehtinen (1991),
"Process quality is the customer's personal and subjective judgment" (p. 291). "Output
quality is the consumer's evaluation concerning the result of the service production
process" (p. 293). Lehtinen and Lehtinen ( 1991) concluded that each approach which
implemented quality dimensions was suitable for explaining service quality in various
restaurant industries.
Dabholkar, Thorpe and Rentz ( 1996) investigated hierarchical conceptualization
of service quality for retail service settings, consisting of three different levels: (a) a
dimension level, (b) an overall level, and (c) a subdimension level. The authors proposed
five basic dimensions (Physical Aspects, Reliability, Personal Interaction, Problem
Solving, and Policy). Physical aspects pertain to the appearance of the retail store and the
retail store layout; this dimension has two sub-dimensions (Appearance and
Convenience). The reliability dimension is similar to the same SERVQUAL dimension,
consisting of two sub-dimensions (Promises and Doing It Right). Personal interactions
relate to how the customer is dealt with by the employee. It has two sub-dimensions
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(Inspiring Confidence and Courteous). Problem solving is concentrated on the handling
of problems such as returns, exchanges, and complaints. The final dimension is policy,
which relates to a store' s policy such as credit and charge account policies as well as
store hours.
Brady and Cronin (2001) proposed a model of service quality that had three
primary dimensions: (a) interaction quality, (b) physical environment quality, and (c)
outcome quality. These three primary dimensions were based on both the SERVQUAL
model and Gronroos' s two factor conceptualization. The authors adopted the three
dimensions model (Rust & Oliver, 1994) and the multilevel model (Dabholkar et al.,
1996) for the customers ' evaluation of the three primary dimensions. In addition, each of
these three primary dimensions consisted of three sub-dimensions. Sub-dimensions of
physical environment include perception of ambient conditions, facility design, and social
factors. Sub-dimensions of outcome quality consist of waiting time, tangibles, and
valence. For interaction quality, the three sub-dimensions are attitude, behavior, and
expertise. Brady and Cronin (2001) noted in the evaluations of the sub-dimensions
"customers form their service quality perceptions on the basis of an evaluation of
performance at multiple levels and ultimately combine these evaluations to arrive at an
overall service quality perception" (p. 37).
Service Quality in Sport and Leisure Industry
The evaluation of service quality is recognized as a significant issue in the sport
industry. Thus, a number of scholars in the field of sport management have examined
service quality in various contexts (Chelladurai & Shonk, 2008). Also, Chelladurai
( 1992) classified sport services into two segments: (a) participant services, and (b)
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spectator services. Theodorakis and Alexandris (2008) indicated that "in the leisure
industry, studies could be categorized into those conducted in the contexts of (a) participatory sports and active recreation and (b) spectator sports" (p. 163). This section will
summarize the literature pertinent to service quality in the sport industry.
Researchers have examined service quality in the fields of health fitness, leisure,
and recreation in various contexts. Many researchers have proposed scales of service
quality that are relevant to health fitness setting and recreational sport setting (Chang &
Chelladurai, 2003; Howat et al, 1999; Kim & Kim, 1995; Ko & Pastore, 2005; Lam et al.,
2005; Mackay & Crompton, 1990; Murry & Howat, 2002;).
Mackay and Crompton (1990) proposed the REQUAL model for users'
perceptions of service quality in four recreation programs (e.g., fitness, hockey, painting,
and trips). This scale developed four service quality dimensions (tangible, reliability,
responsive, and assurance), which were based on the SERVQUAL model (Parasuraman
et al. , 1988). The authors suggested that the REQUAL model in public recreation areas
was able to adapt in order to evaluate service quality dimensions.
Kim and Kim (1995) developed QUESC (Quality Excellence of Sport Center)
scale, which consisted of a 33-item survey to assess service quality of fitness centers in
Korea. The QUESC scale included 11 dimensions of service quality: Ambience,
Employee Attitude, Reliability, Information, Programming, Personal Consideration,
Privileges, Price, Ease of Mind, Stimulation, and Convenience. The authors asserted that
the QUESC scale was designed to evaluate service performance of fitness centers;
however, some single item factors and constrnct validity of scale would not be acceptable
due to low reliability. In order to confirm the QUESC scale, Papadimitriou and
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Karteroliotis (2000) examined the QUESC in private fitness centers in Greece. The
finding of this study did not support the stability of the 11 dimension QUESC structure of
service quality. Thus, as results from an Exploratory Factor Analysis (EFA), they
suggested four dimensions that included Instructor Quality, Facility Attraction and
Operation, Program Availability and Delivery and Other services.
Howat et al. (1999) developed CERM-CSQ (Center for Environmental and
Recreation Management- Customer Service Quality) by modifying the SERVQUAL. The
research was conducted in 30 Australian public sports and leisure centers and examined a
five-factor model, but two factors were not retained. They proposed three dimensions of
service quality: core services, personnel, and peripheral services. According to finding
from this study, both core and personnel services had significant influence on overall
perceptions of service quality so that "the core attributes of service quality should be the
focus of managers, rather than peripheral attributes" (p. 58). The CERM-CSQ model was
also used in an Australian sports and leisure center (Murray & Howat, 2002). The authors
conducted two dimensional model factors that were core service quality and relational
service quality (i.e., combination of personnel and peripheral factors).
Chang and Chelladurai (2003) developed three different stages, which were the
input stage, the throughout stage, and the output stage by using SQFS (Scale of Quality in
Fitness Services). They identified three stages that consisted of nine dimensions of
service quality: the input stage (management commitment to service quality, service
climate, and design of core services or programming), the throughput stage (employee's
task interaction, employee's interpersonal interaction, contact with physical environment,
contact with other clients, and service failure and recovery), and the output stage
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(perceived service quality). As a result of the Confirmatory Factor Analysis (CFA) , the
authors found that nine dimensions of service quality were separate from the inputthroughput-output conceptualization of the fitness service system.
Lam et al. (2005) proposed the Service Quality Assessment Scale (SQAS) to
assess the service quality of health-fitness clubs. The authors asserted that "previous
service quality models were either too general (i.e. , a generic model that can be applied to
various service industries) or too specific (i.e., a model that is designed solely for the
industry under investigation)" (p. 84). Thus, the SQAS model was a synthesis of model
that was based on the general service quality model (Brady & Cronin, 200 l; Parasuraman
et al., 1988) and specific models in terms of sport and recreation contexts (Kim & Kim,
1995; Howat et al., 1999; Papadimitriou & Karteroliotis, 2000). After analyzing the
Exploratory Factor Analysis (EFA) and Confirmatory Factor Analysis (CFA), this model
included six dimensions of service quality: Staff, Program, Locker Room, Physical
Facility, Workout Facility, and Child Care.
Ko and Pastore (2005) proposed the Scale of Service Quality for Recreation Sport
(SSQRS), which was based on multidimensional and hierarchical model of service
quality (Brady & Cronin, 2001; Dabholkar et al., 1996). The SSQRS was developed to
test service quality and consisted of one third -order dimension (Service Quality), four
second-order dimensions (Program quality, Interaction Quality, Outcome Quality, and
Physical Environment Quality) and 11 first order- dimensions (range of program,
operating time, information, client-employee interaction, inter-client interaction, valence,
sociability, physical change, ambiance, design, and equipment). The results of this study
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indicated that the SSQRS model was valid and reliable by using the structural equation
model (SEM) and confirmatory factor analysis (CFA).
As mentioned above, in the studies of service quality, many scholars have
developed a variety of service quality models in the sport and leisure industry. A detailed
review of literature indicated that proposed scales have been used and generated based on
the original SERVQUAL model (Parasuraman et al., 1988), as well as all of these scales
consisted of a multidimensional service quality. Ko and Pastore (2004) suggested that
"researchers need to focus on (a) how the service quality constructs is conceptualized
(i.e., the meaning), (b) which factors determine the consumer's perception of service
quality (i.e., determinant), and (c) how to measure the constructs (i.e. , measurement
means)" (p. 159).
Service Quality for the Sport Spectators
In the context of spectator sport, McDonald et al. ( 1995) proposed the 39-item
TEAMQUAL scale, which adapted and was based on the SERVQUAL dimensions
(Tangibles, Reliability, Responsiveness, Assurance, and Empathy). They simultaneously
surveyed season ticket holders of a National Basketball Association franchise.
TEAMQUAL measured both expectation and perceptions of service of spectators
attending professional basketball games. The researchers also measured the performance
of ticket takers, ticket ushers, merchandisers, concessionaires, and customer
representatives. According to the findings, (1) tangibles (appearance of equipment,
personnel, materials, and venue) and (2) reliability (ability to perform services
dependably and accurately) were the most significant dimensions of service quality for
the season ticket holders.
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Kelley and Turley (200 l) investigated the importance of service attributes in
collegiate basketball games. They proposed nine sporting event service quality
dimensions from an exploratory factor analysis of service attributes. The nine service
quality dimensions were: (1) employees, (2) price, (3) facility access, (4) concession, (5)
fan comfort, (6) game experience, (7) show time, (8) convenience, and (9) smoking.
Also, the nine service factors were examined for differences across ciemographic
characteristics: sex, age, education level, and income level. As a result of this study, the
game experience was the most essential service attribute among the nine service factors.
Kelley and Turley (2001) pointed out that "in a sport context, a critical service quality
attribute is not under the control of marketers, as is usually the case for most other
services" (p. 165).
Theodorakis et al. (2001) examined spectators' perceptions of service quality on
satisfaction in professional basketball in Greece. They measured using the SPORTSERV
scale, which was a 22- item instrument that represented five dimensions. These
dimensions are (1) access (four items: for example, parking being available outside the
stadium), (2) reliability (four items: for example, the team delivering its services as
promised), (3) responsiveness (six items: for example, the team's personnel providing
prompt service), (4) tangibles (six items: for example, the stadium being visually
appealing), and (5) security (two items: for example, feeling safe inside the stadium). The
finding from this study suggested that dimensions of reliability and tangibles had the
strongest influence on overall satisfaction. The study found that the five service quality
dimensions explained variance (40%) in overall satisfaction. In addition, the
SPORTSERV scale was used in order to assess spectators' perceptions of service quality
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in the context of professional sport (Theodorakis & Alexandris, 2008; Theodorakis et al.,
2011).
Ko, Zhang, and Cattani (2011) proposed a conceptual model of event quality for
spectator sport (MEQSS) and a measurement scale of event quality in spectator sports
(SEQSS) in a professional baseball game in the United States. MEQSS consisted of five
higher-order quality dimensions with two or more sub-dimensions: (a) Game
quality_skill performance, operating time, and information; (b) Augmented service
quality_entertainment and concession; (c) Interaction quality_employee, interaction, and
fan interaction; (d) Outcome quality_sociability and valence; and (e) Physical
environment quality_ambience, design, and signage. The models were confirmed using
Confirmatory Factor Analysis (CFA) and Structural Equation Modeling (SEM), which
had provided significant evidence of reliability and validity. The finding from this study
indicated that service quality is multi-dimensional in various settings (Brady & Cronin,
2001; Cronin & Taylor, 1992; Greenwell et al., 2002; Howat et al., 1999; Ko & Pastore,
2004, 2005; Lam et al., 2005). The comparison of selected service-quality frameworks
for spectator sports events are illustrated in Table 2.
Table 2

Comparison of Selected Service-Quality Frameworks for Spectator Sports Events
Model

Context

Instrument

Analysis

Domain

MEQSS
(proposed model
of present study)

Major
League
Baseball

SEQSS

CFA

Event
quality

Dimensions
(sub-dimension)
Game (skill performance;
operating time; information)
Augmented services
(e ntertainment; concession)
Outcome (sociability,
vale nce)
Physical environment
(ambie nce; design; signage)
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Table 2 (continued).
Dimensions
(sub-dimension)

Model

Context

Instrument

Anal~sis

Domain

Ko and Pastore
(2004)

Recreational
sport

SSQRS

CFA

Service
quality

Program (range of program;
operating-time; information)
Interaction (cliente mployee; inter-client)
Outcome (physical change;
valence; sociability)
Physical environment
(ambience; design;
equipment)

Wakefield et al.
( 1996)

Spectator
sport

CFA

Sportscape
(facility)

Facility parking
Facility aesthetics
Scoreboards
Seat comfort
Layout accessibility
Space allocation

Theodorakis et
al. (2001)

Professional
basketball

Westerbeek and
Shilbury (2003)

Spectator
sport

Quali tati
ve

Service
quality

Core sport produc t (sporting
contest; re ligious/fanatical
follower: hedoni st/uncertain
outcome)
. Service coproduction
(SERVQUAL; personal
atte ntion; safe atmosphere;
TEAMQUAL)
Sportscape feature
(servicescape feature; safe
atmosphere; hospitality;
tangibles; servuction
inanimate)

Kelley and
Turley (200 I)

College
baske tball

EFA

Service
quality

Game experience
Convenience
Concessions
Showtime
Employee
Facility access
Fan comfort
Price
Smorkino

SPORTSE
RV

Service
quality

Signage
Reliability
Responsiveness
Access
Tangibles
Security

Note. From "Assessment of event quality in major spectator spons." by Ko. Zhang. & Cattani. 2011 . Managinf? Service Quality,
2/ (3), p.311.
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Wakefield et al. (1996) suggested factors of spectators' perceptions of stadium
quality as sportscape. The term of sportscape was based on Bither' s (1992) servicescape,
which referred to build environment and consisted of three dimensions (i.e., ambient
conditions, spatial layout/functionality, and signs, symbols, and artifacts). They studied
the relationship between sportscape factors and spectators' behavioral responses such as
repatronage and desire to stay at the stadium. They examined influence sportscape factors
such as facility parking, facility aesthetics, scoreboard quality and perceived crowding,
stadium signage, space allocation, seating comfort and layout accessibility on spectators'
pleasure and spectators' behavioral responses. According to the results of this study, all
of the sportcape factors had a strong effect on pleasure of the spectator and spectator
attendance intention except for the parking quality factor.
Customer Satisfaction
Oliver (1997) stated that "Satisfaction is the consumer's ful~Hment response. It is
..
a judgment that a product or service feature, or the product or service itself, provided (or
is providing) a pleasurable level of consumption-related fulfillment, including levels of
under-or-over fulfillment" (p. 13). Since the early 1970s, many services marketing
researchers have used this definition and focused on measuring customer satisfaction.
Customer satisfaction is the most significant parameters which that has an influence on
customer loyalty (Anderson et al., 1994) and customer retention (Cronin & Taylor, 1992;
Oliver, 1999). Churchill and Surprenant (1982) also mentioned that "satisfaction is a
major outcome of marketing activity and serves to link processes culminating in purchase
and consumption with post purchase phenomena such as attitude change, repeat purchase,
and loyalty" (p. 491 ). In order to measure consumers ' satisfaction , expectancy
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disconfirmation paradigm has played significant role in conceptualization of customer
satisfaction (Oliver, 1980). According to Churchill and Surprenant ( 1982), in terms of
disconfirmation paradigm, "an individual's expectations are: (1) confirmed when a
product performs as expected, (2) negatively disconfirmed when the product performs
more poorly than expected, and (3) positively disconfirmed when the product performs
better than expected" (p. 492). Churchill and Surprenant ( 1982) proposed a model of the
satisfaction process, which included the function of disconfirmation, expectations, and
performance. Oliver (1981) suggested two components of expectation: "probability of
occurrence (e.g., the likelihood that a clerk will be available to wait on customers) and an
evaluation of the occurrence (e.g., the degree to which the clerk's attention is desirable or
undesirable, good or bad, etc)" (p. 33-34). Oliver (1981) investigated the relationships
among expectation, disconfirmation, and attitude within satisfaction processes.
Customer Satisfaction in Spectator Sport
To better understand the sport consumer, sport marketing researchers have
investigated customer satisfaction within the context of the spectator sport. Greenwell et
al. (2002) examined the relationship between three components of service experience (the
core product, physical facility, and service personnel) and customer satisfaction in minor
league ice hockey spectators. To measure satisfaction, the authors used a three-item scale
from Oliver ( 1980). Based on results of multiple regression analysis and hierarchical
regression analysis, the authors found all three components of the sport service
experience influenced the level of customer satisfaction. Greenwell et al. (2002)
emphasized that the physical facility as a whole had a significant effect on customer
satisfaction.
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Van Leeuwen, et al. (2002) proposed the Sport Spectator Satisfaction Model
(SSSM) which extended the Disconfirmation of Expectations Model (DEM). The
researchers insisted that "although the DEM has been successfully used to explain
customer satisfaction with diverse goods and services, its ability to capture the
complexity of sport customer satisfaction is questionable" (p. l 02). Therefore, the SSSM
includes team identification and win/loss phenomenon within core and peripheral
dimensions as considerable variables that influence on the satisfaction of spectators. Van
Leeuwen et al. (2002) mentioned that both core and peripheral services are significant for
spectators' satisfaction even though core performance of a sport team may not be
controlled by the sport manager (Mullin, Hardy, & sutton, 2007). The SSSM is
represented in Figure 1.
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Figure 1. Sport spectator satisfaction model (SSSM). From ''The sport spectator
satisfaction model: A conceptual framework for understanding the satisfaction of
spectators," by Van Leeuwen, L. , Quick, S., and Daniel,-K., 2002, Sport Management
Review, 5(2), p. 119.
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Yoshida and James (2010) developed a conceptual model of relationships
between ancillary services, core product quality, customer satisfaction, and behavioral
intentions in a Japanese professional baseball game and an NCAA Division I-Football
Bowl game. The authors argued a few sport marketing researchers have examined core
product and service quality simultaneously. In addition, they have identified two types of
customer satisfaction separately: game satisfaction and service satisfaction. Then,
Yoshida and James (2010) examined two types of satisfaction (game and service
satisfaction) with service quality and core product quality combined to influence
behavioral intentions in spectator sport. As a result of this study, Yoshida and James
(2010) indicated that "the core product and services coexist as antecedents of game and
service satisfaction" (p. 355).
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CHAPTER III
METHODOLOGY
The present study was designed to examine the relationship between service
quality and customer satisfaction for spectators of a Korea Ladies Professional Golf
Association (KLPGA) Tour event. This study was based on the 2012 KB Financial Cup
11th Women 's Pro Golf National Championship, an official tournament event of the
KLPGA that was held on December 1-2, 2012 at Bayside Country Club in Busan, Korea.
The method of this study is presented in the following three sections: ( 1) Sample and
Data Collection, (2) Instrumentation, and (3) Statistical Analysis.
Sample and Data Collection
The study was conducted in a Professional Ladies' golf tournament event sport
setting in Korea. The minimum sample size for the study was approximately 200 for
ensuring statistical power as suggested by Hair, Black, Babin, Anderson, and Tatham
(2005). The sample for this study was spectators who attended the KB Financial Cup
11th Women's Pro Golf National Championship, December 1-2, 2012 in Busan, Korea.
Using convenience sampling, data collection was carried out from two hours before and
until five minutes before the start of the tournament, 275 self-administered questionnaires
were distributed. About 15 minutes after the questionnaire distribution, surveyors visited
the respondents again and collected the completed questionnaires. In total,
247questionnaires were collected for a response rate of 89%.
Instrumentation
The questionnaire consisted of three sections: service quality factors, customer
satisfaction, and demographic information (Appendix A). Service quality factors of a
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total of 22 items were divided into five factors: Employee, Facility Parking, Facility
Access, Facility Aesthetic, and Game Atmosphere. The measures facility parking,
facility access, and facility aesthetic were adapted from Wakefield and Blodgett' s ( 1996)
sportscape scale. To measure the golf tournament employee, six items were adapted from
Brady and Cronin's (2001) interaction quality scale. Game atmosphere was adapted from
Brady and Cronin (2001). To measure the Service satisfaction, three-items were adapted
from Brady Knight, Cronin, Hult, and Keillor (2005). All quality items will be measured
on a 5-point Likert -type scale ranging from "strongly disagree (1 )" to "strongly agree
(5)." Questions regarding gender, levels of golf skill, and levels of attending golf
tournament were included in the demographic information questionnaire. In addition,
back translation was conducted in order to minimize discrepancies between the original
instrument and the translated instrument.
Data Analysis
The Statistical Package for Social Science (SPSS, V 18.0) was used to compute
and analyze the data. In order to measure internal consistency and reliability of the scales
used for this study, Cronbach's alpha coefficients were utilized. The construct validity of
the Service Quality Scale was verified through an exploratory factor analysis (principle
components with a Varimax rotation and Eigenvalue). In addition, the descriptive
statistics were used to provide the demographic information for golf spectators. A
multiple regression analysis was conducted to examine the relationship between measures
of service quality and measures of customer satisfaction. More specifically, correlation
analysis and the multiple regression analysis were used to identify the influential level
that service quality factors have on measures of customer satisfaction. One way analysis
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of variance (ANOV A) was conducted to examine the differences in perceptions of
service quality related to spectators' gender, golf skill, and frequency of attending golf
tournaments.
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CHAPTER IV
RESULTS
The purpose of this study was to identify the relationship between service quality
and customer satisfaction for spectators in attendance at a Korea Ladies Professional Golf
Association Tournament event. For this purpose, this chapter is presented in the
following four sections: ( 1) Descriptive statistics, (2) Exploratory factor analyses, and (3)
Results of testing the hypotheses.
Descriptive Statistics of the Subjects
Descriptive statistics including frequency and percent for the demographic
information of the golf spectators are presented in Table 3. This demographic information
consisted of gender, age, marital status, levels of golf skill, and level of attending golf
tournaments. Among the 247 respondents, 59.1 % of the respondents (n = 146) were male
and 40.9% (n = 101) were female. The age range from 20 to over 59 years old and
respondents were categorized into four groups: (1) 20s (28.7%, 7), (2) 30s (34.8%, 86), (3)
40s (19%, 47), and (4) over 50 (17.4%, 43). In terms of marital status, 68.4% of the
respondents (n = 169) were married and 31.6% of the respondents (n = 78) were single.
Furthermore, with the regard to attending golf events, the distribution of the attending of
golf events included three groups: (1) 1-2 (44.9%, 111), (2) 3-5 (33.2%, 82), and (3) over
6 (21.9%, 54). The distribution of the golf skill was categorized into four groups: ( 1)
never play (26.3%, 65), (2) 70-90 (49.8%, 123), and (3) over 90 (23.9%, 59).
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Table 3
Descriptive Statistics for the Subject Characteristics
Variable

Category

Frequency

percent

Gender

Male
Female

146
IOI

59.1 %
40.9%

Age

Under 29
3 1-39
40-49
500ver

71
86
47
43

28.7%
34.8%
19%
17.4%

Single
Married

78
169

31.6%
68.4%

1-2

111

44.9%

3-5
Over6

82
54

33.2%
21.9%

Never play
70-90
Over 90

65
123
59

26.3%
49.8%
23.9%

Marital Status

Attending Event

Golf Skill

Descriptive Statistics of the Variables
Descriptive statistics including mean and standard deviation for the service
quality variables are reported in Table 4. Of the 25 items, the mean score of the overall
service quality factors was 3.37 with a standard deviation at 0.71. Of the all variables in
the service quality factor, 'Parking ! ' item had the highest mean score (M = 3.94; SD =
0.79) and 'Atmosphere3' item had the lowest mean score (M = 2.89; SD = 0.85). The
mean score of the customer satisfaction scale was 3.33 with a standard deviation at .72.
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Table 4
Descriptive Statistics of Variable
Variable

M

SD

Employees!

3.09

1.05

Employees2

3.30

1.00

Employees3

3.26

.96

Employees4

3.06

.94

Employees5

3.04

.91

Employees6

3.24

.90

Parking I

3.94

.79

Parking2

3.64

.87

Parking3

3.51

.92

Parking4

3.5 1

.82

Accessl

3.57

.90

Access2

3.48

.88

Access3

3.41

.9 1

Access4

3.34

.87

Aestheticl

3.40

.8 1

Aesthetic2

3.59

.80

Aesthetic3

3.48

.89

Aesthetic4

3.45

.87

Atmosphere 1

3.39

.94

Atmosphere2

3.10

.88

Atmosphere3

2.89

.85

Atmosphere4

3.25

.95

Satisfaction 1

3.43

.83

Satisfaction2

3.25

.84

Satisfaction3

3.32

.88
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Exploratory Factor Analyses
In order to examine the validity of the service quality Scale, this study conducted
an exploratory factor analysis (EFA) to examine the factor structure of the service quality
scale. To see whether factor analysis is appropriate, Kaiser-Meyer-Olkin (KMO) and
Bartlett Test for Sphericity (BTS) were used to examine whether factor analysis is
appropriate. In this study, KMO values were .824 for the sample, and BTS values were
2848.460 (p < .001) for the sample, indicating that conducting a factor analysis was
deemed proper. The construct validity of the service quality scale was verified through an
EFA. The following criteria were used to determine the factors and their items: (a) a
factor had an Eigenvalue equal to or greater than 1.0 (Kaiser, 1974), (b) an item had a
factor loading equal to or greater than .50 (Nunnally & Bernsteinn, 1994), (c) a factor had
at least 3 items (Hair, Black, Babin, Anderson, & Tatham, 2005), and (d) An identified
factor and retained items must be interpretable in the theoretical context.
In the EFA, six factors with 25 items emerged meeting the retention criteria,
explaining a total of 247 respondents. Overall, the factor loadings for sample was
comparable, ranging from .630 (Atmosphere 4) to .806 (Employees 3) for the sample.
The results of the rotated pattern matrix from varimax rotation are presented in Table 4.
The Cronbach's alpha coefficients for the subscales were high, exceeding the
standardized criterion (Nunnally & Bernstein, 1994). The results of the Cronbach's alpha
coefficients are as follows: (1) Employees (.875), (2) Access (.881 ), (3) Aesthetic (.821),
(4) Atmosphere (.840), (5) Parking (.676), and (6) Satisfaction (.791). The reliability
coefficients for the factors utilized in this study are reported in Table 5.
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Table 5

The Result of Exploratory Factor Analysis and Cronbach's Alpha (a)jor This Study

Employees3
Employees2
Employees I
Employees6
Employees5
Employees4
Access2
Access3
Access4
Access !
Aesthetic3
Aesthetic2
Aesthetic4
Aesthetic I
Atmosphere3
Atmosphere2
Atmosphere I
Atmosphere4
Parking3
Parking4
Parking I
Parking2
Satisfaction3
Satisfaction2
Satisfaction L
Eigen values

.806
.792
.783
.762
.745
.710
. 135
. 13 L
.084
.14 1
. 11 5
.084
.230
.133
-.034
.140
.225
-.023
-.042
.037
.010
.148
.1 16
.136
.067
6.591

2
.085
.004
.080
. 11 4
.096
.120
.849
.811
.801
.761
.156
.008
.136
.342
.070
-.014
.052
.083
.293
.319
-.027
.083
.1 16
.175
.344
2.907

Component
4
3
.1 2 1
.142
.152
.123
.172
.062
.036
-.021
.050
-.027
.069
.068
.119
.001
.205
.055
. L14
.070
.106
.045
-.001
.823
.037
.814
.106
.761
.661
.004
-.031
.804
.009
.740
.163
.722
.047
.630
.050
.11 4
.095
.135
-.042
-. 169
.096
.017
. 109
.156
.070
.032
.233
.223
1.880
2.303

% of variance

26.365

11.626

9.211

Cumulative%

26.365

37.99 1

Cronbach' s a

a=.875

a=.881

I

5
-.030
.06 1
.068
.084
.065
-.032 ·
.135
.177
.093
.204
.0 19
.049
.014
.149
-.034
.089
.084
-. 106
.791
.740
.666
.658
.045
.166
.103
1.441

6
.094
.034
.058
-.049
.064
. 170
. 140
.059
.185
. 175
.089
.037
.155
.098
-.00 1
-.005
.232
.420
.054
.006
.208
.001
.802
.799
.674
1.286

7.521

5.765

5. 143

47.202

54.723

60.488

65.630

a=.821

a=.840

a=.676

a=.791

Testing of Research Hypotheses
H 1: The five service quality factors have a positive relationship with the
satisfaction of a golf tournament.
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In order to test the first hypothesis, a correlation analysis was undertaken to
examine significant relationships between identified service quality factors with
satisfaction. Also, multiple regression analysis was conducted to examine the predictive
relationship between service quality factors and satisfaction.
The Pearson's product Moment Correlation Coefficient (r) was employed in order
to test the bi-variate relationship between the five service quality factors with customer
satisfaction. The results of correlation analysis revealed that statistically significant
positive correlations existed between five service quality factors and satisfaction. In
particular, the access factor had the strongest correlation with the satisfaction (r = .446, p
< .01) while the employee factor had the weakest correlation with the satisfaction (r
= .258, p < .01). The results of the correlation analysis are reported in Table 6.

Table 6

Correlations between Service Quality Factors with Customer Satisfaction
Satisfaction
Satisfaction

Employees

Parking

Access

Aesthetic

Atmosphere

.258**

.268' *

.446**

_345 **

.381 ••

.139' *

.280··

_332··

.205··

.421 ••

.198..

.091

.394**

.178'*

Employees
Parking
Access
Aesthetic

.168' "

Atmosphere
Note. **. Correlation is significant at the O.Ol level (2-tailed).

The regression model considered five service quality factors as independent
variables and satisfaction was treated as the dependent _variable. The ENTER method for
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five service factors as predictor variables was assessed. To check the assumption of
multicollinearity, tolerance and Variance Inflation Factor (VIF) scores were measured on
each variable. In this study, tolerance statistics ranged from 0.7 (access) to 0.93
(atmosphere), and VIF score ranged from 1.06 (atmosphere) to 1.42 (access), indicating
that presence of multicollinearity was not among service quality factors as predictor
variables. As shown in Table 7, the multiple regression indicated that the overall model
was statistically significant F (5,241) = 23.241 , p <.05 and 31 % of customer satisfaction
was explained by the five factors of service quality.
Table 7
Model Summary for the Service Quality on Customer Satisfaction
Model

.325

Adjusted R-

df

F

Si g.

.311

5

23.241

.000

Note. a. Predictors: (Constant), Atmos phere , Parking. Employee. and Aesthetic. Access b. Dependent Variable: C ustomer Satisfaction

In Table 8, the result of the coefficient from the multiple regressions reveals the
influence of the five service quality factors on the customer satisfaction. The results of
the model parameter indicated that the factors of access (~= .29, p < .05), aesthetic (~ =
.15, p < .05), and atmosphere(~= .29, p < .05) were statistically significant predictors of
customer satisfaction . However, the factors of employees and parking exerted the weak
influence on the customer satisfaction.
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Table 8
Regression Analysis of the Five Service Quality Factors on Customer Satisfaction

Variables

Model

~

Sig.

Employees

.06

1.019

.309

Parking

.09

1.449

.149

Access

.29

4 .505

.000*

Aesthetic

.15

2.492

.0 13*

Atmosphere

.29

5.23 1

.000*

Nole. *P<.05, a. Dependent Variable: Overall Customer Sacisfaccion

H2-a: There are statistically significant differences in the mean levels of service
quality factors in terms of gender.
H2-b: There are statistically significant differences in the mean levels of service
quality factors in terms of levels of golf skill.
H2-c: There are statistically significant differences in the rnean levels of service
quality factors in terms of frequency of attending golf tournaments.
To examine the second hypotheses, descriptive statistics, one way analysis of
variance (ANOV A) were utilized to analyze the effect of each categorical independent
variable.
Gender

As reported in Table 9, the gender distribution of the respondents were male (n =
146) and female (n = 101). The highest service quality factor for male spectators was
Parking (M = 3.69; SD= .60), followed by Access (M = 3.53; SD = .76) and Aesthetic (M

= 3.50; SD= .67). The lowest service quality factor was Employee (M = 3.01 ; SD= .7 1).
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On the other hand, Parking (M = 3.58; SD = .67) was also found to be the highest for
female spectators, and Aesthetic (M = 3.44; SD= .69) and Employees (M = 3.38; SD

=.76) showed high scores among female spectators, while Atmosphere (M = 3.10; SD
= .68) was found to be the lowest of all service quality factors.

Table 9
Mean and Standard Deviation of Service Quality Factors by Gender
Gender
Male
Female

N
146
101

Mean
3.01
3.38

Std. Deviation
.7 1
.76

Parking

Male
Female

146
IOI

3.69
3.58

.60
.67

Access

Male
Female

146
10 1

3.53
3.32

.76
.74

Aesthetic

Male
Female

146
IOI

3.50
3.44

.67
.69

Atmosphere

Male
Female

146
IOI

3. 19
3. 10

.68
.68

Factors
Employees

One way analysis of variance (ANOV A) was conducted to examine the
differences between groups on the service quality variable. Table 10 indicates that there
were significant differences between groups on the two service quality factors for
employees, F = 14.742, p < .05 and F = 4.477, p < .05 for access. However, there was no
significant difference for the parking, aesthetic, and atmosphere factors. These results
reveal that female spectators were more affected by the employees, while male spectators
were more affected by the access factor than were female spectators.

37
Table 10
ANO VA of Service Quality Factors by Gender

ss

Source
Employees

Parking

Access

Aesthetic

Atmosphere

Between Groups

elf

7.9 13

Within Groups

131.504

245

Total

139.4 17

246

Between Groups

.629
98.328

245

Total

98.957

246

Between Groups

2.571

p

7.913

14.742

.000*

1.568

.2 12

4.477

.035*

.456

.500

1.120

.291

.537

.401

2.571

Within Groups

140.672

245

Total

143.242

246

.2 12

.574

.212

Within Groups

11 3.884

245

Total

11 4.096

246

Between Groups

F

.629

Within Groups

Between Groups

MS

.524

.465

.524

Within Groups

11 4.709

245

Total

11 5.233

246

.468

Note. *P<.05

Attending Golf Tournament
Table 11 shows the mean and standard deviation of service quality by the
frequency of attending golf tournament. The highest service quality factor for the group
ranging between 3 and 5 in attending golf tournament was Parking (M = 3.72; SD= .62)
followed by Access (M = 3.59; SD = .68) and Aesthetic (M = 3.51; SD = .64), closely
followed by the group over 6 for Parking (M = 3.69; SD = .59), Atmosphere (M

=3.25;

SD = .65), and Aesthetic (M = 3.24; SD= .72), the group of 1 to 2 for Parking (M = 3.58;
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SD= .66), Aesthetic (M = 3.57; SD= .67) and Access (M = 3.54; SD = .76), On the other

hand, the lowest service quality factor for Employees among two groups: the group over
6 (M = 3.03; SD = .85) and the group 3 to 5 (M = 3.19; SD= .71). Atmosphere (M = 2.99;
SD = .69) was found to be the lowest for the group of 1to 2.

Table 11
Mean and Standard Deviation of Service Quality Factors by Attending Golf Tournament
N
111
82
54

Mean

Std. Deviation

3.22
3.19
3.03

.73
.71
.85

Total

247

3.17

.75

Parking

1-2
3-5
over 6
Total

I 11
82
54
247

3.58
3.72
3.69
3.65

.66
.62
.59
.63

Access

1-2
3-5
over 6
Total

111
82
54
247

3.54
3.59
3.04
3.45

.76
.68
.76
.76

Aesthetic

1-2
3-5
over 6
Total

I 11
82
54
247

3.57
3.5 1
3.24
3.48

.67
.64
.72
.68

Atmosphere

1-2
3-5
over 6

111
82
54

2.99
3.32
3.25

.69
.65
.65

Total

247

3.16

.68

Factor
Employees

Frequency
1-2
3-5
over 6

The result of the one way analysis of variance (AN OVA) in Table 12 indicated
that there were significant differences between three groups on the three service quality
factors for access, F (2,244) = 10.777, p < .05, for aesthetic, F(2,244) = 4.621, p < .05,
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and for atmosphere, F (2,244) = 2.920, p < .05. The post hoc analyses using Tukey's
HSD revealed that the mean score for the group over 6 (M = 3.04; SD = 0. 76) on the
access factor significantly differ from the group of 1 to 2 (M = 3.54; SD = 0. 75) and the
group of 3to 5 (M = 3.59; SD= 0.68), while there was not significant mean difference
between the group 1 to 2 and the group of 3 to 5. The Post hoc test utilizing Tukey's
HSD indicated that the mean score for the group over 6 (M = 3.24; SD = 0. 71) in regard
of the aesthetic factor was significant lower than the mean score of group of 1 to 2 (M =
3.57; SD= 0.66). Additionally, in terms of the atmosphere factor, Post hoc test revealed
that the mean score of group 1 to 2 (M = 2.98; SD = 0.69) was significantly lower than
were two groups in both 3 to 5 (M = 3.32; SD= 0.65) and over 6 (M = 3.25; SD= 0.65).
However, there was no significant difference for the employees and the parking factors.
Table 12
ANOVA of Service Quality Factors by Attending Golf Tournament
Source
Employees

Parking

ss

df

MS

1.355

2

.678

Within Groups

138.061

244

.566

Total

139.417

246

1.11 6

2

.558

Within Groups

97.842

244

.401

Total

98.957

246

Between Groups

Between Groups

p

F
1.197

.304

1.39 1

.251
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Table 12 (continued).

ss

df

MS

F

p

I l.626

2

5.8 13

10.777

.000*

Within Groups

13 1.616

244

.539

Total

143.242

246

4. 164

2

2.082

4.62 1

.011*

Within Groups

109.932

244

.451

Total

11 4.096

246

5.839

2

2.920

6.512

.002*

Within Groups

109.394

244

.448

Total

11 5.233

246

Source
Access

Between Groups

Aesthetic

Atmosphere

Between Groups

Between Groups

Note. *P<.05

Levels of Golf Skill

Table 13 shows the mean and standard deviation of service quality by the levels
of golf skill. In terms of the parking, all of three groups had the highest service quality
factor's means score among five factors, followed by that of group of 70 to 80 (M = 3.75;

SD = 0.63), group never play (M = 3.68; SD= 0.62), and group over 90 (M = 3.40; SD=
0.60). Mean and standard deviation for the aesthetic was also presented high mean score
into three groups: the group over 90 (M = 3.68; SD= 61), the group never play (M =
3.51; SD= 65), and the group of 70 to 90 (M = 3.36; SD= 0.71 ). However, the mean
score of the atmosphere was found to be the lowest of all service quality factors: the
group never play (M =2.77; SD= 0.64), the group of 70 to 90 (M = 3.36; SD= 0.70), and
the group over 90 (M = 3.28; SD= 0.58).
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Table 13
Mean and Standard Deviation of Service Quality Factors by Levels of Golf Skill

Factor
Employees

Parking

Access

Aesthetic

Atmosphere

Golf Skill
Never play
70-90
over 90
Total

N
65
123
59
247

Mean
3.10
3.16
3.26
3.17

Std. Deviation
.75
.79
.66
.75

Never play
70-90
over 90
Total

65
123
59
247

3.68
3.75
3.40
3.65

.62
.63
.60
.63

Never play
70-90
over 90
Total

65
123
59
247

3.61
3.42
3.32
3.45

.82
.74
.72
.76

Never play
70-90
over 90
Total

65
123
59
247

3.51
3.37
3.68
3.48

.65
.7 l
.6 1
.68

Never play
70-90
over 90

65
123
59

2.77
3.30
3.28

.63
.68
.58

Total

247

3.16

.68

As reported in Table 14, the ANOVA was conducted to examine the differences
between three groups on the service quality variables. There were significant differences
between three groups on the service quality factors for parking, F (2,244) = 6.481 , p
< .05, as a result of the Post hoc test utilizing Tukey's HSD, mean score for the group
over 90 (M = 3.40; SD= 0.60) on the parking factor significantly differ from the group
of 70 to 90 (M

= 3.76; SD= 0.63) and the group never play 5 (M = 3.65; SD= 0.62),

while there was not significant mean difference between the group 70 to 90 and the group
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never play. In terms of the aesthetic factor, There were significant differences between
three groups on the service quality factors for aesthetic, F (2, 244) = 4.459, p < .05, the
Post hoc test utilizing Tukey' s HSD indicated that the mean score for the group 70 to 90

(M = 3.37; SD

= 0. 71) in regard of the aesthetic factor was significant lower than the

mean score of group over 90 (M = 3.68; SD = 0.61). Furthermore, there was statistically
significant mean difference in the atmosphere factor F (2, 244) = 15.518, p < .05, the
Post hoc test revealed that the mean score of group never play (M = 2.77; SD = 0.63) was
significantly lower than were two groups in both over 90 (M = 3.28; SD = 0.58) and 70
to 90 (M

= 3.29; SD = 0.68), while there was not significant mean difference between the

group over 90 and the group of 70 to 90. However, there was no significant difference for
the employee and the access factors.
Table 14
ANOVA of Service Quality Factors by Levels of Golf Skill

ss

<(f

MS

F

p

.764

2

.382

.672

.512

Within Groups

138.653

244

.568

Total

139.417

246

Between Groups

4.992

2

2.496

6.48 1

.002*

Within Groups

93.965

244

.385

Total

98.957

246

Between Groups

2.69 1

2

1.345

2.335

.099

Within Groups

140.552

244

.576

Total

143.242

246

Source
Employees

Between Groups

Parking

Access
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Table 14 (continued).

ss

elf

MS

F

p

Between Groups
Within Groups

4.023
110.073

2
244

2.01 1
.45 1

4 .459

.0 13*

Total

114.096

246

Between Groups

13.003

2

6.502

15.5 18

.000*

W ithin Groups

102.230

244

.419

115.233

246

Source
Aesthetic

Atmosphere

Total

Note. *P<.05
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CHAPTER V
DISCUSSION
The discussion of this study is divided in the following three sections: (a)
summary of the research, (b) discussion of results, and (c) limitations and
recommendations for future research.
Summary of the Research
The primary purpose of this study was to examine the relationship between
service quality and customer satisfaction for spectators in attendance at a Korea Ladies
Professional Golf Association Tournament event. In addition, this study was designed to
assess levels of service quality in terms of gender, levels of golf skill, and frequency of
attending golf tournament. To identify the main purpose of this study, two main research
hypotheses were adopted, and the study was conducted in a Professional Lady's golf
tournament event sport setting in South Korea. The sample for this study was the
spectators who attended the KB Financial Cup 11th Women 's Pro Golf National
Championship, December 1 through 2, 2012, in Busan, Korea. The questionnaire
consisted of three sections: service quality factors, customer satisfaction, and
demographic information. The service satisfaction included three-items and the service
quality factors that included a total of 22 items which were divided into five factors:
Employee, Facility Parking, Facility Access, Facility Aesthetic, and Game Atmosphere.
The Statistical Package for Social Science (SPSS, V 18.0) was used to compute
and analyze the data. In order to measure internal consistency and reliability of the scales
used for this study, Cronbach's alpha coefficients were utilized and the results of the
Cronbach's alpha coefficients are as follows: 1) Employees (.875), 2) Access (.881), 3)

45
Aesthetic (.821), 4) Atmosphere (.840), 5) Parking (.676), 6) Satisfaction (.791). In order
to examine the validity of the service quality scale, this study conducted an exploratory
factor analysis (EFA) to examine the factor structure of the service quality scale.
Descriptive statistics were conducted to identify the means and standard deviation
of service quality by each of the demographic variables: gender, levels of golf skill, and
frequency of attending golf tournament. To test the first research hypothesis, a multiple
regression analysis was conducted to identify the relationships between service quality
factors and customer satisfaction. To examine the second hypotheses, one way analysis of
variance (ANOVA) and the post hoc analyses using Tukey's HSD were utilized to
analyze the effect of each categorical independent variable.
Discussion of Results
The first research question examined the relationships between five service
quality factors and customer satisfaction. The regression model considered customer
satisfaction to be the dependent variable and the five factors of service quality to be
independent variables. The result of the multiple regression test indicated that the five
service quality factors predicted 31 percent of the variance in customer satisfaction.
This study found that the facility access factor had a positive influence on
customer satisfaction which was consistent with previous studies (Lambrecht et al., 2009;
Wakefield & Blodgett, 1996; Yoshida & James, 2010). Lambrecht et al. (2009) found that
course accessibility had a positive influence on golf spectators' level of satisfaction.
Wakefield and Blodgett ( 1996) found that Layout accessibility had a positive relationship
with satisfaction of three leisure settings such as football, baseball and casino. Yoshida
and James (2010) also found that Facility access had a positive relationship with
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satisfaction of Japanese and United States sport consumers. In this study, the access
factor referred to the way in which spectators reach desired location (i.e., seats,
concession and restroom). Therefore, it should be under the control of the KLPGA TOUR
marketers through helpful employees, volunteers and appropriate signage.
The current study found that the relationship between facility aesthetic factor and
customer satisfaction was statistically significant. This finding is consistent with the
finding of previous studies (Dhurup et al., 2010; Wakefield et al. , 1996; Tsuji et al., 2011).
Tsuji et al. (2011) found that the facility aesthetic was an import predictor of overall
satisfaction for a professional tennis tournament. The facility aesthetic quality may
directly have effect on customer pleasure, and enhanced facility aesthetics (e.g.,
architectural design, interior design and deco, etc.) may also affect sport fan's attitudes
toward the facility (Wakefield et al., 1996). Golf tournaments are different from other
sport events because golf events are held at flexible venues with enormous capacity. Thus,
it is suggested that KLPGA directors need to employ eco-friendly seating and walking
course for spectators to improve the game experience.
The finding that the game atmosphere factor had a positive influence on customer
satisfaction was consistent with Yoshida and James' (2010) study. In terms of game
atmosphere, Yoshida and James (2010) mentioned, "creating an exciting game
atmosphere will satisfy attendees, and positively influence the likelihood of returning for
future events" (p. 354). The game atmosphere is related to core product (e.g., player
performance and star player) so that sport marketers may not control their game
atmosphere. However, golf spectators are able to interact directly with players during the
golf tournament because spectators can walk the golf course with their favorite players .
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Therefore, KLPGA directors should consider training sessions and media education for
players ' manner to enhance spectators' satisfaction. Another suggestion to improve the
game atmosphere is to use electronic displays during the tournament that can provide
spectators with update players' performance and live action pictures.
The current study found that the parking factor was not a significant predictor of
customer satisfaction with the facility. This finding is consistent with the findings of
previous studies (Lambrecht et al., 2009; Tsuji et al., 2011 ). Although the facility had the
weakest relationship with customer satisfaction, KLPGA directors and marketers should
pay attention to this factor in order to enhance spectators' satisfaction and pleasure. Thus,
it is suggested that parking access should be sufficient and shuttle services should be
provided for spectator to access easily from public places (e.g., airport, subway and bus
terminal) to the golf event. Additionally, this study found that the facility employee factor
was not found to be a predictor of customer satisfaction , which was in contrast of
previous studies (Lambrecht et al., 2009; Yoshida & James, 2010). In Lambrecht et al. 's
(2009) study, tournament employees had a positive relationship with the satisfaction of
PGA tournament spectators. Although the finding was different from previous studies,
KLPGA directors and marketers should consider taking service education and training for
event employees because the event employees might be frequently confronted with
spectators' wants and needs.
Another finding from this study is that male and female spectators had different
perceptions about service factors. For female spectators, the facility employee factor had
a significantly greater impact than for male spectators. The female spectators may
consider helpfulness and kindness of employees as a significant factor for attending golf
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tournaments. KLPGA events are getting more and more popular for female spectators so
that KLPGA directors and marketers should focus on this factor in order to increase
female fan base. Male spectators were more affected by the access factor than were
female spectators, which were in contrast with previous research (Tsuji et al., 2011).
Limitations and Recommendations for Future Research
This study was attempted to understand the effects of perceived service quality
factors on customer satisfaction at a professional golf tournament. The findings of this
research may provide important factors and influence of service quality factor decisions
that KLPGA directors and marketers must make; however, several limitations may have
affected the results. First, this study did not include various core product quality factors
because the golf is individual sport which does not related to the core product of team
sports such as the quality of the home and opposing team, team history, number of star
players. Furthermore, although the current study examined ancillary service factors (e.g.,
facility access and aesthetic), previous studies have measured various related ancillary
service factors such as concessions, giveaways, and security. Therefore, future research
should measure simultaneously with both various core product and ancillary factors in
terms of individual sports.
Second, this study only focused on the relationship between service quality
factors and customer satisfaction. Recent! y, Yoshida and James (20 l 0) have examined
service quality, core product quality, game and service satisfaction, and behavioral
intension. Therefore, future research should examine the relationship between various
service quality factors, core product quality, and two dimensions of satisfaction and
sports consumption behaviours (i.e., repatronage intentions and online media
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consumption) in order to better understand the individual sport setting. Also, future
studies should identify moderating effects of variables (i.e., involvement, household
income, and frequency of attending sporting event) on the relationship of the three
constructs (i.e., service quality, satisfaction, and behavioral intention).
Finally, the finding in this study may not be generalized to other context of
sporting events because data were collected from golf spectators at one professional
tournament. According to Lambrecht et al. (2009), the golf spectator's experience is
unique as spectator sport since the spectators may walk the course with their favorite
players or sit at one hole. It is possible that spectators who attend other sports in fixed
venues may provide different results. Thus, future studies should compare professional
golf tournaments and other sport events within the same service dimensions to better
understand their difference between professional. Furthermore, future research could
examine the relationship between service quality and satisfaction in terms of crosscultural analysis among different professional golf events (e.g., KLPGA vs. LPGA and
PGA vs. KLPGA).
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APPENDIX A
SURVEY FOR MAIN STUDY - ENGLISH VERSION
Section A: Informed Consent

Dear participant,

The purpose of this study is to measure the impact of factors of service quality on
customtr satisfaction for spectators in attendance at a Korea Ladies Professional Golf
Association Tournament. The questionnaire consists of items that are designed to
measure services quality factors and satisfaction. By participating in this survey,
respondents will help the researcher to better understand how golf spectators perceive the
relationship between service quality and satisfaction in a golf tournament event.
You will be asked to complete a survey instrument which may last for no more
than 15 minutes. Participation is completely voluntary and there are no known physical or
psychological risks associated with completing this survey. All information and
responses to the questions will be kept confidential and will only be used for the purposes
of this study. The published results will not refer to any individual and all discussions
will be based on group data. You are free to decide not to participate in this study or to
withdraw at any time without consequence if you feel uncomfortable.
This project has been reviewed by the Human Subjects Protection Review
Committee, which ensures that research projects involving human subjects follow federal
regulations. Questions concerning the research, at any time during or after the project,
should be directed to Jaeman Son at 601-520-4729, Jaeman.son@eagles.usm.edu. Any
questions or concerns about rights as a research subject should be directed to the chair of
the Institutional Review Board, The University of Southern Mississippi, 118 College
Drive #5147, Hattiesburg, MS 39406-0001, (601) 266-6820.
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Marketing Survey Questionnaire for a Korea Ladies Professional Golf Association
Tournament.
PURPOSE: This survey is for a marketing study on a professional golf tournament. The

collected information will be solely used for research. Your identity will be kept
confidential to the fullest extent provided by law, and your responses will be anonymous.
There is no right or wrong answers. Your participation is voluntary, and your honest
response is greatly appreciated. THANK YOU!

DECISION MAKING: Please rate the following variables that might have influenced your decision
making to attend a golf tournament event ( I =strongly disagree 5 = strongly agree).
No.

Ite ms

Strongly
Disagree

Somewhat
Disagree

Neutral

Somewhat
Agree

Strongly
Agree

I

2

3

4

5

I

2

3

4

5

I

2

3

4

5

I

2

3

4

5

I

2

3

4

5

I

2

3

4

5

I

2

3

4

5

I

2

3

4

5

I

2

3

4

5

I

2

3

4

5

You can rely on the employees at this
I

golf course being friendly.
The attitude of the e mployees at this
2

golf course demonstrates their
willingness to he lp attendees.
The attitude of the employees at this

3

golf course shows you that they
unde rsta nd your needs.
You can rely on the golf course

4

e mployees taking actions to address
your needs.
The employees at this golf course

5
respond quickly to your needs.
The golf course employees understand
6

that you re ly on their professional
knowledge.
Local roads make it easy to get to go lf

7

course.

8

This golf course has ample parking.
Golf course parking is easy to get out of

9

after the game.

-

10

Golf course parking is convenie ntl y
located.
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Signs at this golf course help you know
11

5

I

2

3

4

I

2

3

4

5

I

2

3

4

5

I

2

3

4

5

I

2

3

4

5

Strongly
Disagree

Somewhat
Disagree

Neutral

Somewhat
Agree

Strongly
Agree

I

2

3

4

5

I

2

3

4

5

I

2

3

4

5

I

2

3

4

5

I

2

3

4

5

I

2

3

4

5

I

2

3

4

5

I

2

3

4

5

I

2

3

4

5

I

2

3

4

5

where you are going.

Signs at this golf course give clear
12
directions of where things are located.
The golf course layout makes it easy to
13
get to your seat.
The golf course layout makes it easy to
14
get to the restrooms.
This golf course is painted in attracti ve
15
colors.
Items

No.

16

T his golf course's architecture gives it
an attractive character
T his golf course's is decorated in an

17
attracti ve fashio n
18

This is an attractive golf course.
At this golf course, you can rely on

19
there being a good atmosphere.
This golf course's ambiance is what you
20
want at a game.
You e njoy the excitement surrounding
21
the performance of the players.
You like the excitement associated with
22
player performance.
You are satisfied with the service you
23
experience at this golf course.
You are happy with the service you
24
experience at this golf course.
You are delighted with the service you
25
experience at this golf course.
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Directions: Please answer each question about yourself by either circling the appropriate

response or filling in the blank with the appropriate response.
1. Gender: a. male b. female
2. Age:
a) Under 29 years old b)31 -39 years old c) 40-49 years old d) 50 over
3. Household income:
a) Below$ 20,000 b) $20,000-$39,999 c) $40,000-$59,999 d)$60,000-$79,999
e) $80,000-$99,999 f) $100,000-$149,999 g) $150,000-$199,999 h) above $200,000
4. Marital Status:
a) Single b) married c) divorced d) widowed e) other
5. How many times per year do you attend a golf sporting event?
a) 1-2 times b) 3-5 times c) 6-12 times
6. What is your golf average score?
a) Never play b) 70-90 c) Over 90
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APPENDIX B
SURVEY FOR MAIN STUDY - KOREAN VERSION
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